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The Power of Email

Source: Silverpop



Powerful statistics

Email delivers the highest ROI by a huge margin 
– $45.65 for every dollar spent in 2008

Email driven sales in the US will show a CAGR of 
14.9% from 2006 to 2011

Source: Direct Marketing Association - 2007  



55% of business people check work email from 
home on nights and weekends
48% of business people check personal email
at least occasionally during the day 
90% of consumers are on email multiple times
on a daily basis
Almost half of consumers have at least 3 email 
accounts
– 95% consider one of these addresses to be their 

primary account

Email habits

The distinction between work and home is blurring!

Source: DoubleClick “Sixth Annual Consumer E-Mail Study”



Sources: Forrester, DMA, Gartner Group 
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Generate Response
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Email is cyclical in nature



Retention marketing is most effective

Extrapolated from various sources



Email works best for retention

Email works best
– To communicate with members and those who signed up
– To build loyalty and brand

Consider this
– 80% of the unique visitors who come to your site will never 

return 
– But, if you get them to opt-in to an email program

• You capture visitor information
• And, have an ongoing, sustainable way to bring them back to 

your site



Retention results for travel & 
hospitality

Bronto 12-07



Email Email PitfallsPitfalls
And what you can do about them



Type of Consent

Implied 
opt out

Express 
opt in

Confirmed

Double

How

Pre-checked 
box on form

No pre-
checked box

Confirming 
email sent

Confirming email 
sent. Recipient 

must okay.

Industry ViewExample

Contest entry

Sign up for my 
email program

Thanks for 
signing up

Thanks for 
signing up, 

please confirm 
your interest

Poor

Good

Great

Excellent

No clear permission



ISPs Businesses Individuals

Sending IP 
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Delivery Hurdles



Content Filters

Free, $$$, !!!, Cash bonus 
ALL CAPS in subject line
“Dear friend” in salutation
Message is 90% to 100% one image

• Image to text ratio
Claims to be in compliance with CAN-SPAM
HTML font size is large
Click here
Money back guarantee or “no-risk”

Go to SpamAssassin site for a full listing



Three Free Resources

http://spamcheck.sitesell.com 
• Free site that will test your email and report what elements may 

be caught by spam filters

www.lyris.com/resources/contentchecker/ 
• Free site that will test your email based on SpamAssassin’s rules

http://validator.w3.org
• Free site that checks your HTML code against conformance 

standards



Over 300 in use
Examine message headers for listed IP addresses 
Highly subjective and arbitrary
Often difficult to resolve issues
Subscribed to by ISPs and corporate IT departments

– e.g. SpamCop, MAPS, SPEWS, SpamHaus

A blacklist site you can check:
– http//openrbl.org

Blacklists



Spam Complaints

ISPs will not automatically forward spam complaints
Register with ISPs who allow “feedback loops”

Proof of permission can help you negotiate negotiate.



Email Authentication

Technical way to address phishing & spoofing – a way 
of verifying the email is from you
3 systems: SPF, SIDF and DKIM
SPF and SIDF – you register the IP address(es) that 
send mail on your behalf
DKIM – more complex wrapper surrounds your email
Soon, the only way to be white-listed will be to comply

Proof of permission can help you negotiate negotiate.



How would your emails look?

Nothing to see!

Image Blocking



How would your emails look?

Text is readable even without 
images

Image Blocking



Take advantage of the preview pane

Half your readers will be able to see the beginning of your 
message and the header
Work with the first 2 inches
Include a link to view the full version



Email BlueprintEmail Blueprint
12 Steps to Success 

and ideas you can put to use 



Make email sign-up visible and “above the fold”
on your home page

Include sign up on most visited pages

Or, use persistent sign up to promote on every 
site page

1. Leverage your site to grow 
your list



Sign up above the fold

• Upper right hand area
• 4 call-to-action links



Sign up above the fold

• Upper right hand area



Restate benefits 

Make it vertical
• will improve results

Shaded yellow backgrounds on fields
• will improve results

Include a link to your privacy policy

Don’t ask for their entire life history

2. Fine-tune registration



• Vertical form
• Offer
• Limited number of 
capture fields



• Limited number of 
capture fields
• Explain email plan
• Do not share info
• Link to privacy 
policy
• Long, but easy to 
complete



Exploit other pages of your site 
• Typically 50% of your traffic will come in through 

another page

If you have a toll-free number ask for email 
permission during inbound calls
• A perfect opportunity to start a relationship

Ask for email address on print and direct mail 
forms or at trade shows, exhibitions and fairs
Have a contest or offer
Cross promote other programs

3. Think about other opportunities



A NYC hotel chain, tested 60,000 emails of people 
interested in traveling to NYC and who lived within 
driving distance.

Offer – Register on the hotel website and get a 
chance to win a free weekend in New York

Results: 
Netted 8,000 names including 2,000 from people 

who had the email forwarded to them.

Paid back campaign costs + 25% in 3 months 
with estimated $50,000 in sales

Contests

Source: Direct, 10/1/02

The travel industry seems to be a natural for this 



Offers

Ask for permission to 
additionally send email.  

NOTE – the box is not 
pre-checked – a best 
practice.



Cross promotion I signed up for the Bridger Bowl e-
newsletter, got an acknowledgement 
and other programs to choose from



Welcome or confirmation messages are the 
most opened and read messages 

Send asap after you collect the name

A great opportunity to further the relationship
• Include a coupon
• Embed most recent promotion
• Promote “add me to your address book”
• Restate the benefits

4.  Say thank you and welcome



Subject line: Thank you for signing 
up for our e-newsletter “Wildlife 
W@tch”

From Line: Jan Bussey – not smart to 
use a person’s name

What I like:
• Received within minutes
• Who wouldn’t love the picture?
• Personalized
• Comes from a person

In one year have grown subscribers 
from 1,000 to 4,000.
Welcome letter gets 70% to 80% 
opens



– All emails MUST include a physical address 

– All emails MUST include a way to opt-out

• Opt out link - must be live for 30 days

• Email address to reply is acceptable

• MUST process opt-outs within 10 business days

– Prior to any prospecting effort, you must apply a 
suppression file of all your previous opt outs

– Good business practice – include link to privacy policy

5.  Be CAN-SPAM compliant



Email Footer

Standard language at the bottom of a message.  Might include 
instructions on how to opt-out, suggestion to forward to a friend, 
how long a promotion is available, etc. 



6. If nothing else … test subject 
lines

ProFlowers

Subject line A: “Last chance to
order for Valentine’s Day is this 
Wednesday, order now”

Subject line B: “Only 48 hours to 
order for guaranteed Valentine’s
Day delivery”

The From Line is the first thing people look at and Subject Line is 
second.  Together they get people to open your message.



Keep them short!  Focus on the first 45 
characters … it can be longer, 60 characters 
maximum.

Make it compelling
• State a benefit from reader’s point of view
• Make an offer
• Intrigue the reader and stimulate curiosity

Forrester analysis
• 52% of subject lines described content but had nothing 

of real benefit to readers

More on subject lines



Subject Line Display

Email Labs Web site

Check to see how 
many AOL, Hotmail 
and Excite users you 
have.

If significant, you may 
want to send those 
as a separate group 
with modified subject 
line.



– Cascading Style Sheets (CSS) are for web page 
design … not email

– Rendering problems – particularly Hotmail and 
Gmail

– Use inline HTML (No style defined. Every line of 
code has to be defined with font 
faces/attributes/sizes, etc.)

7. Use good design techniques

Lyris test of 36 email clients – both web-based and desktop



Inline HTML             CSS



No javascript

Text – 65 characters wide with NO line breaks 

HTML – keep file sizes small (under 50K)

Host images rather than embedding in emails

Test 1- 2- and 3-column design

Create a seamless experience
• Landing page should complement email

Some design tips



Fonts & colors – the magic 3

Tip: use no more 
than 3 fonts and 3 
colors 

Topica: Elements of Successful Email Messages Webinar



Topica: Elements of Successful Email Messages Webinar

Text 
works 
too!



8.  Remember people scan

The clock is ticking!

The average person reads 200 words per minute
• Promotional email (offers and products)

• Reading time – 5 to 15 seconds
• Scan headlines, images and 30 to 40 words

• Newsletter (content)
• Reading time – 40 to 51 seconds
• Scan headlines, images and 100 to 150 words



Organize content for an easy read

79% always scan; only 16% read word-for-word
• Use clear, informative headlines
• Bullet point items in a series
• Keep paragraphs as short as possible
• 10-15 words
• Use short words where possible



Don’t tell the whole story

Email is PUSH marketing

You want to drive them to your site
• Let your site do the heavy lifting
• Once at your site, they may explore other items of 

interest

Give them enough information to whet their appetite
• At least one paragraph … maybe two
• Then link to the site
• As an extra benefit, there’s more material for the 

search engines to crawl



Don’t tell 
the whole 

story

Sent to travel 
journalists



And, test wording of links

MarketingSherpa used “Continue here …” and wanted 
to test link wording:
• Click to continue + 8.53% CTR
• Continue this article + 3.3% CTR
• Read more – 1.8%

Email Sherpa – 9/11/07



9.  Value Added Content

This is my favorite.  Include 
information and I’ll be much 
more likely to open your 
emails
• Tips
• Factoids
• Advice



Extra value for 
travel agents –
email sent asking 
them to download 
an app that would 
provide 
information.  
46% of those who 
downloaded the 
app have used it 
for more than 2 
hours



Personalization
10.  Talk to me



TN Dept. of Tourist 
Development 
supported a TV 
campaign with 
interactive elements 
on their site

Participants 
uploaded their 
pictures and got to 
ride with Dolly or 
Elvis
Confirming email 
sent

Have some fun



Provide ways for your 
audience to identify or 
interact

Olympus Camera uses:

• Reader photos

• Reader questions

• Reader polls

Other ideas

• Testimonials

• Pictures of people



Tested 
wording in 
headline

Click here
had slightly 
higher CTR
Get had a 
47% higher 
conversion 
rate

Christian Busch and Barbara Sanchez – Email Test Results 3-07

11.  Testing makes perfect

Click hereClick here GetGet



Re-mail previous respondents

Greenbriar hotel decided to offer a $100 room discount
Average results (CTR 14.6%)
3 weeks later decided to re-mail those who clicked but 
did not book
• Less than 1,000 emails sent
• Got bookings for 125 room nights ($75,000) within 48 hours

Marketing Sherpa – 1/12/06



– Look at a 4 to 6 month timeframe for non-clickers

• Average inactive rates are in the 30% to 50% range

– Some may not see your emails because they are
being blocked or filtered

– Some may not see your emails because
they are in a bulk folder

– Others are just inactive 

– Set a strategy in place to reactivate them

12. Wake up your inactives



Reactivation email
– hadn’t sent an email 
in a while

Subject line:
Hunter Mountain 
Newsletter: We 
Miss You!



Reactivation email
BMW



Email Bells & WhistlesEmail Bells & Whistles



Add some animation

Sales increased 49% 
with animation

Click-throughs on 
animated image 
203% higher than 
test with static 
image

Source: Marketing Sherpa 4/11/07



Triggered message

Hotel chain sends 2 
– 7 days before 
check in
Create an 
experience
75% open rate
72% CTR

MarketingSherpa 4/28/06



Triggered message

Intrawest ski resorts have cross-
sell program for people with resort 
reservations
Offer discounts on lift passes, 
equipment rental and ski lessons
Another email program delivers 
real-time snow reports to skiers 
within a 3 hour drive distance 
Generated millions of dollars in 
incremental revenues

Responsys Case Study


